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Abstract 
 
This study aims to explore the dynamic role of discrete emotions on customer loyalty intentions 
during an extended service encounter.  Nine discrete emotions, happy, hopeful, positively 
surprised, angry, depressed, guilty, disappointed, regretful, and humiliated were selected, as these 
had been used in a similar context, and had demonstrated strong psychometric properties.  The 
predictive ability of a small number of emotions increased significantly over time with positively 
surprised and regretful serving as the best predictors of customer loyalty in time one, and again in 
time two, with the addition of hopeful.  These emotions were found to be stable at different 
points of time and across the duration of the encounter and the managerial and research 
implications of these findings are discussed.  
 
 
Introduction 
 
The importance of focusing on the dynamic relationship between discrete emotions customer 
loyalty intentions must not be underestimated, and has implications for service management and 
evaluation.  If certain types of emotions are associated with declining levels of loyalty intentions, 
then specific action can be taken to appease or mitigate the negative consequence.  Likewise, and 
of particular relevance for extended services encounters, such as university education and 
hospital stays, the identification of emotions that may influence negative loyalty intention 
judgements at a later period, can be rectified before the customer leaves the organisation.  This 
paper therefore aims to explore the way discrete emotions influence customer loyalty intentions, 
at two different stages, and during an extended service encounter.  The paper begins with a 
review of the literature, a description of the methods employed, the presentation of the results and 
discussion.  
 
 
Discrete Emotions and Customer Loyalty 
 
Significant research attention has been devoted to studying the impact of emotions on customer 
loyalty.  However, while many studies have established a significant relationship between these 
constructs (e.g. Inman and Zeelenberg; 2002; White and Yu, 2005), only a few (e.g. Jiang and 
Rosenbloom, 2005; Mittal, Kumar and Tsiros, 1999) have explored the dynamic role of the 
emotions / customer loyalty relationship over time.   
 
Emotions can be studied at a discrete level (e.g. guilt, surprised) or from a dimension perspective 
(see Barrett, 1998; Liljander and Strandvik, 1997; White and Yu, 2005; Roseman, Wiest and 
Swartz, 1994).  Rupp and Spencer (2006) for instance, proposed that two discrete emotions (i.e. 
anger and happiness) served as a mediator between interactional justice and a set of dependent 
variables (e.g. compliance with display rules), and they found that anger partially mediated that 
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relationship.  Additionally, DeSteno, et al.,’s (2004) study focused on the influence of discrete 
emotions (i.e. sadness and anger) on the persuasive impact of messages.  Zeelenberg and Pieters 
(1999) also demonstrated that regret had a direct effect on customers’ switching.  Studies that 
have taken a dimensional perspective have examined the relationship between positive and 
negative emotion dimensions and customer satisfaction ( Liljander and Strandvik, 1997), while 
others have reported the associations between three emotion dimensions, positive, negative and 
bi-directional and a range of behavioural intentions (White and Yu, 2005).  Both approaches are 
useful, however in this paper, we have adopted a discrete focus because our aim is to investigate 
specific influences.  Thus, our research question is: are discrete emotions play different roles in 
customer loyalty at different point of time during an extended service encounter? In our study, we 
adopted the attitudinal approach of customer loyalty (see Dean and Yu, 2001).  
 
Barrett (1998) suggested that “particular emotions like happiness, fear, sadness, hostility, guilt, 
surprise, and interest are considered discrete in that they are assumed to be unique experiential 
states that stem from distinct causes…” (p. 581).  Unfortunately, there is no consensus as to what 
constitutes a discrete emotion as others researchers have included emotions such as distress, 
frustration, regret, and shame (see Roseman, Wiest and Swartz, 1994).  Given that the number of 
possible emotions can be limitless (Kemper, 1987), selecting a suitable set is vitally important.   
 
Following an extensive literature review, Liljander and Strandvik (1997) identified seven 
emotions that appeared robust in a consumption context.  These were: happy, hopeful, positively 
surprised, angry, depressed, guilty and humiliated, and since that time these emotions have been 
tested in a study focusing on university students in Australia (Yu and Dean, 2001), and with the 
inclusion of regret and disappointment (White and Yu, 2005), were applied in a similar context in 
Europe.  Additional support for the effectiveness of this set was provided by White (2007), and as 
such, these will be adopted in this study.    
 
 
Methodology 
 
The sample consisted o f  undergraduate students enrolled in a Bachelor degree.  Data was 
collected from the same sample of students taking a management course, at the beginning and 
towards the end of a semester, at an institute of higher education in  Europe.   There were 186 
usable responses for time one and 140 for time two.  
 
In terms of measuring emotions, Bagozzi, Gopinath and Nyer (1999) suggested that in a 
marketing context, there are two predominant ways, namely intensity and frequency.  Intensity 
refers to the level of intensity of emotions experienced, while frequency refers to the number of 
times a customer experienced a particular emotion.  Given the longitudinal nature of this study 
the frequency approach has been adopted since it is assumed that similar emotions may be 
experienced more than once.  Respondents were requested to indicate how often they experience 
the emotions, on a seven point scale ranging from never (1) to often (7).  
 
The loyalty intention scale consisted of four items, “say positive things”, “recommend the course 
to others”, “encourage others”, and “consider the institute as the first choice for further study” 
again a seven point agree/disagree scale (see Dean and Yu, 2001; White and Yu, 2005) was used 
and the items were summed and averaged to form a single dependent variable.  
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Results  
 
Cronbach’s Alpha values for customer loyalty scales (aggregated by the four loyalty items) in 
both time periods were .82 and .88 respectively.  One-way ANOVA was used to identify 
significant difference between the emotions experienced at both times, and the results indicated 
that only the emotions happy, hopeful and regret were significantly different at the .05 level. 
Significant differences were also found between the loyalty scores at both times.  The mean 
scores suggest that happy, hopeful and loyalty declined between the time periods as regretful 
increased. Table 1 displays this information 
 
Table 1: Significant differences between emotion and loyalty intentions 
 
  N Mean Standard Deviation 
Happy Time 1 186 4.9946 1.31312 
  Time 2 140 4.6429 1.33072 
Hopeful Time 1 186 4.8172 1.25587 
  Time 2 140 4.4643 1.40098 
Regretful Time 1 186 2.9247 1.61236 
  Time 2 140 3.4571 1.68092 
Customer Loyalty Time 1 186 4.0087 .90261 
  Time 2 140 3.7286 1.05171 
 
Influence of emotions over time 
 
Regression analysis was used to determine the amount of variance explained in the dependent 
variable by the emotions, and to observe the contribution of each emotion to the overall model for 
both time periods.  As indicated in Table 2, emotions explained 27 percent of the variance in 
customer loyalty in time one, and 52 percent in time two. In terms of the predictors, of the nine 
emotions that were entered in to the regression equation, only positively surprised (.207) and 
regretful (-.229) were significant contributors in time one, while hopeful (.279), positively 
surprised (.268) and regretful (-.176) were for time two.  
 
Table 2: Impact of emotions on loyalty intentions at two different times 
 
 Standardized Beta t Sig. 
 Time one:    R square 
.271  
   
Positively Surprised .207 2.382 .018 
Regretful -.229 -2.680 .008 
 Time two:    R square 
.519 
   
Hopeful .279 2.767 .006 
Positively Surprised .268 3.030 .003 
Regretful -.176 -2.046 .043 
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              Dependent Variable: Loyalty intentions 
 
In order to determine whether the emotions significantly influenced loyalty intentions over time, 
a second regression was performed and the predictors regretful and positively surprised were 
included. Hopeful was not as it was significant only in time two.  The two continuous variables 
were centered so as to avoid issues of multicollinearity, and the categorical variable, time, was 
dummy coded, with time 1 = 0 and time 2 = 1.  An interaction term was created by computing the 
product of positively surprised and regretful with time (b4 and b5).  The results indicate that there 
is statistically significant negative relationship between regretful, time and loyalty intentions, and 
a positive relationship between positively surprised and loyalty intentions.  The negative sign 
implying that for every increment of regretful and time, loyalty intention decrease by .310 and 
.111.  Of particular interest here are the parameters b4 and b5 which represent the nature of the 
interaction between both emotions and time, and the non significant t scores, indicate the impact 
of positively surprised and regretful on loyalty intentions does not increase or decrease over time 
(Homberg, Koschate and Hoyer, 2006).   
 
Table 3: Regression results with emotion x time interaction effects 
 
Parameter  Standardized Beta t Sig. 
b1 Regretful -.310 -4.841 .000 
b2 Positively surprised .283 4.377 .000 
b3 Time  -.111 -2.068 .039 
b4 Positively surprised x time .129 1.860 .064 
b5 Regretful x time -.011 -.176 .860 
    Dependent Variable: loyalty intentions 
  
 
Discussion 
 
Of the nine emotions that were included in this study only three, happy, hopeful and regretful 
differed significantly between both time periods, with happiness and hopeful declining, and 
regret increasing.  Loyalty intentions also declined. It is evident from inspecting Table 1 that as 
the semester progresses, and workload and pressure increase, feelings towards the organisation 
declined.  Intuitively, this may makes sense, however this the first time it has been documented, 
and similar patterns may occur in other extended service encounters.  It is not clear however, 
from these findings, if factors other than workload are responsible for the differences, and 
appraisal theory in conjunction with Table 2 can assist in this. 
 
According to Roseman, Antoniou and Jose (1996) the emotion of regret occurs when an 
individual believes that consequences of a negative experience were ‘self’ caused.  Anger on the 
other hand, occurs when some ‘other’ person was responsible for the experience.  If poor service 
quality for example was at fault, then anger towards the service provider would be an expected 
response, as it is largely out of the customers’ control.  The fact that regret is the only negative 
emotion to significantly influence loyalty intentions (Table 2) indicates that students had 
accepted responsibility for some aspect of the problem.  This highlights the importance of 
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capturing discrete emotions as opposed to dimensions of emotions, as in this instance it is clear, 
low loyalty intention scores are not solely the fault of the service provider.  
 
This particular finding may only occur in service encounters where the customer’s role in co-
producing the service outcome is pronounced, as it is in an education context. In a hotel for 
example, service providers will go out of their way to please a guest, and if something goes 
wrong, the service providers will be perceived at fault (others).  In contrast, a lecturer cannot do a 
project, or sit an examination for a student, which raises the question, if self-blame or regret 
influences loyalty intention, does it also influence evaluations of teaching performance?  
 
The other significant predictor of loyalty intentions at both times was positively surprised, an 
emotion that according to Roseman et al. (1996), occurs unexpectedly and as a result of 
‘circumstances’, as opposed to ‘other’ and ‘self’ attributions.  Perhaps this occurred because of 
unexpected yet pleasant experiences with interpersonal or social activities, as the personality type 
of students in each intake is something that occurs by chance or circumstances, rather than 
planned by the self or others.  The only other emotion that significantly influenced loyalty 
intentions was hopeful in time two; hope was the only emotion that influenced likelihood of 
students to say positive things about the institution and occurs when circumstances are uncertain.  
As depicted in Table 2, emotions in times one a two explained a considerable amount of variance 
in the dependent variable.  
 
The results in Table 3 indicate that the interaction between emotion and time did not make a 
significant contribution to the model.  If for example regretful x time was significant and 
negative, and positively surprised was significant and positive, the influence of regret on 
intentions would decline while the influence of positively surprised on intentions would increase, 
as the semester progressed.  In this instance, regretful and positive surprise, while significant at 
two particular points of time within an extended service encounter (Table 2), did not significantly 
vary during the two time periods.   
 
 
Conclusions 
 
Taken together, these findings have highlighted the way emotions influence loyalty intentions.  It 
is evident, that relatively few emotions are associated with intentions, and that these emotions are 
quite stable at different times during the service encounter, and they do not vary significantly 
throughout.  This suggests that practitioners can measure loyalty intentions at any time, with a 
limited number of items, and be confident that the information will be consistent. Increasing 
levels of positively surprised, regretful and hopeful, will indicate that levels of loyalty intentions 
will decline. One of the difficulties here, from an appraisal theory perspective, is that these three 
emotions occur as a result of circumstances, or the self, both of which cannot be directly 
influenced by management.  In terms of establishing high levels of loyalty intentions in a higher 
education context, management need look beyond the quality of facilities and service, and start 
thinking about developing the extra curricula environment.   
 
In terms of research implications, the tools that have been used here could be applied to different 
industries, such as hospitals, that also provide extended service encounters. Additionally, this 
study investigated attitudinal loyalty (see White and Yu, 2005), and future work could focus on 
 2702 
actual behavior.  Unlike many other consumer emotions studies, frequency (rather than intensity) 
of emotion occurrence was measured.  Future research could look into the intensity of the 
emotions to see if similar conclusion can be drawn.  Finally, we have identified key emotions that 
are significant predictors of customer loyalty and work that focuses on exploring the antecedents 
of these would be very worth while.  
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